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MOTTO 
 
“Mintalah, maka akan diberikan kepadamu; carilah, maka kamu 
akan mendapat; ketoklah, maka pintu akan dibukakan bagimu. 
Karena setiap orang yang meminta, menerima dan setiap orang yang 
mencari, mendapat dan setiap orang yang mengetok, baginya pintu 
dibukakan.”  
 
(Matius 7:7-8) 
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ABSTRAK 
Permasalahan yang 
dihadapiolehhariankompasialahkosongnyaposisidesaingrafis di 
kantorcabangharianKompas Semarang, yang 
disebabkanadanyasentralisasiperusahaan. Posisidesaingrafis di 
harianKompasmerupakansebagaibagian yang 
memahamiperancangansecaraestetiksehinggadapatdipahamiolehpembaca. 
Posisiinimeupakaneksekutor yang menggambarkankonsepabstrak yang 
dimilikioleh AE (Accounting Executive) dan Admin dalamsebuah layout iklan. 
KekosongandivisigrafisdialamiolehharianKompas Semarang, yang 
selamainidapatteratasimelaluitenaga freelance grafisdanjugapesertamagang. 
Penelitianiniadalahkualitatifdeskriptif. Sumber data 
dalampenelitianinidiambildenganmenggunakanteknik Sampling Purposif. 
Teknikpengumpulan data yang digunakanialahobservasi, 
wawancaramendalamdandokumentasi.  
Hasilpenelitianmenunjukanbahwastrategikomunikasi yang digunakanolehDivisi 
Business RepresentatifHarianKompas Semarang 
dalamupayamendapatkantenaga freelance 
grafisdanmagangialahdenganmenggunakanmetodepush danpull. Metodepush 
digunakanmelaluikesempatan manager ketikamenjadinarasumberdalam 
seminar-seminar denganmenginformasikankesempatanuntukmagangdanjuga 
freelance grafis. Sedangkanmetodepull, merupakanmetodetunggu bola, 
yaknidenganmenunggupelamar yang akanmengisiposisimagangdan freelance. 
Strategikomunikasi yang digunakanolehAccounting Executive (AE) dan Admin 
dengan Freelance 
Grafismenggunakanmetodekomunikasitatapmukadankomunikasibermedia. 
Komunikasitatapmukadigunakanketika Freelance 
Grafisselamamasakontrakdapatstand by di kantorperwakilanharianKompas 
Semarang, dandapatberhadapanlangsungdengan AE dan Admin divisi Business 
Representative. Sedangkankomunikasibermediadigunakansebagai alternative 
ketika Freelance Grafistidakdapatberada di 
kantorperwakilanketikamendapatkantugasataupekerjaan yang diberikan. 
  
 
Kata kunci :strategikomunikasi, harianKompas, freelance grafis, Accounting 
Executive 
  
  
ABSTRACT 
 
The problem faced by Kompasdaily newspaper is the unavailability of 
graphic design in the branch office of  Kompasdaily newspaper Semarang, 
which is caused with the firm centralisation. The graphic design position in  
Kompasdaily newspaper is as a part which knows the program aesthetically so 
that it can be known well by the readers. This position is the executor who 
describes the abstract concept owned by AE (Accounting  Executive) and  
the Executive branch in a layout advertisement. The emptiness of the graphic 
design is experienced by Kompasdaily newspaper Semarang, so far it can be 
solved by graphic freelance employees and apprentice. 
 This research is a qualitative descriptive research. The data source in 
this research is taken by using purposing sampling technique. The data 
collecting technique which is used is observation, deeply interview, and 
documentation. 
 The research outcome shows that the communication strategy which is 
used by Representative Business Division of KompasDaily Newspaper 
Semarang in gaining graphic freelance employees and apprentice is by 
implementing pushed and pulled method. The pushed method is implemented 
through the manager’s chance when he becomes an informant in any seminars 
by giving information due to being apprentice and graphic freelance 
employees.Whereas the pulled method, is “jemput bola”method, that is by 
waiting the applicants who want to hold   apprentice and freelance employees. 
The  communication strategy which is used by AE (Accounting  Executive) and 
the Executive branch with Graphic Freelance is by implementing face to face 
communication and means communication. The face to face communication is 
done when the graphic freelance employees can stand by in the representative 
office of  Kompasdaily newspaper Semarang during the contract time, and they 
can face directly with AE (Accounting  Executive) and  
the Representative Business Division. Whereas means communication, is used 
as an alternative solution when graphic freelance employees cannot stay at the 
representative office when they are given jobs. 
Key words: communication strategy, Kompas daily newspaper, Freelance 
graphic design, Account Executive 
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